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12 “HOW TO DRIVE YOUR COMPETITION CRAZY” 
Main Points
(1) Knowing Yourself: i.e., “Before you start annoying your competition, spend a few hours getting to know yourself” p2. E.G., “Honda knows it’s not a car, motorcycle, generator, or lawn-mower company. It’s in the engine business, with a core competence in converting fuel to power.” p2. ***IMP.: “Define Products and Services. The following questions will help you understand your business and point to markets you could develop: (1) What benefits does your product or service really provide? (2) What are the most important reasons customers buy from you? (3) How is your product positioned in the marketplace? (4) Are customers using products in ways you never intended?”  p2.
(2) To Succeed, Act Like an Outsider: i.e., “Your competition may be playing by rules you need not play by.” p8. E.G., “Bank One teamed up with the American Association of Retired People to help seniors get credit cards. Normally, a bank issues a card based on credit history or current income. What if, like many elderly people, you have neither? Bank Once bases its decision to issue a card on net worth. And the delinquency rate on this card is lower than average.” p8. ***IMP.: “Don’t let assumptions or conventions hold you back. As author John Czepial said “Fight fair, but avoid fair fights.”” p8.
(1) Making Mountains Out of Molehills: i.e., “Sometimes it doesn’t take much to drive competitors crazy.” p7. E.G., “Richard Sears, of retailer Sears, Roebuck, was a master market disrupter. In a pitched battle with competitor Montgomery Ward, Sears made a brilliant move. He trimmed the height and width of his catalog so it was smaller than Ward’s. When customers stacked their catalogs on a table, the Sears catalog would thus have to sit on top. That improved the chances it would be looked at first next time a customer needed a new corset or saw.” p7. ***IMP.: “You too can make these minor features of your products – molehills – loom large in the minds of customers. But to do that, you have to get inside their minds.” p7.

Action Steps
(1) Work to Establish Brand Loyalty: “Staying focused on customers is doing the right thing. Getting people to buy again and again is one aspect of another important business task, doing things right” p6.
(2) Ignore Conventional Practice: “Electronic Scriptorium in Virginia automates libraries, creates CD-ROMS, provides data entry, and more. Founder Ed Leonard had trouble finding a stable workforce until he uncovered a disciplined, educated, and productive group of people who could do top-quality work: monks.” p8.
(3) Ignore Conventional Perspectives: “California requires contractors to warrant labor for a year. Rather than view the law as a nuisance, one roofing company considers it an opportunity: It calls each customer eleven months after installation to make sure everything is okay. The calls result in some warranty work -- and a lot of new business and referrals.” p8.

Most Useful Point
Knowing Yourself: i.e., “Before you start annoying your competition, spend a few hours getting to know yourself” p2. E.G., “Honda knows it’s not a car, motorcycle, generator, or lawn-mower company. It’s in the engine business, with a core competence in converting fuel to power.” p2. ***IMP.: “Define Products and Services. The following questions will help you understand your business and point to markets you could develop: (1) What benefits does your product or service really provide? (2) What are the most important reasons customers buy from you? (3) How is your product positioned in the marketplace? (4) Are customers using products in ways you never intended?”  p2.
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